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There is an increasing interest in exploring the use of social media in the workplace, 
where the issue of the effect of this phenomenon often provokes opposite reactions. 
Consequently, managers face the challenge of making the right decision, allowing or 
limiting the use of social media. It is necessary for contemporary companies to create 
an environment that will enhance the performance of their employees, but also to 
understand the challenges and opportunities of the changing nature of the today’s 
workforce in the context of the development of new technologies and especially of 
social media. Thus, this paper draws on Uses and Gratification theory and aims to offer 
the theoretical model that explains the role and impact of different types of social 
media use at the workplace on employee's innovative behaviour and individual work 
performance. The research model predicts that social media influences innovative 
work behaviour and individual work performance. 
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Introduction 
It is well known that we live in a world of constant change in which the expectations, 
needs, and demands of the market are very high, which is why human capital plays 
a crucial role in the company's success. It is necessary for companies to create an 
environment that will enhance the performance of their employees, but also to 
understand the challenges and opportunities of the changing nature of the today’s 
workforce in the context of the development of new technologies. In the modern 
business era of technology, knowledge sharing and innovation are extensively 
acknowledged as the critical competitive aspects that can significantly influence and 
foster the survival, outstanding performance, and adaptation of an employee 
(Palacios Marqués and José Garrigós Simón, 2006; Ngai, Tao and Moon, 2015; Sigala 
and Chalkiti, 2015). The global expansion of digital technologies in the last two 
decades has had incredible growth and has created a lot of changes in the business 
world and everyday lives, as well as raised questions about the digital age 
opportunities for global development. New technologies have created different 
opportunities that were previously unavailable to organizations. For their optimum use, 
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technology, and become flexible and adaptive (Collins, Fineman and Tsuchida, 
2017). One of these trends is social media technologies that have created tremendous 
changes in all spheres of our lives and became the most important and reliable source 
of information for users and companies (Cheema and Papatla, 2010). In addition to 
using it for private purposes, social media technologies have brought changes in the 
business world too, from creating new business and marketing models to "more 
successful customer behavior, new ways of managing and learning, improving 
innovation, sharing knowledge, collaboration, and communication" (Aral, Dellarocas 
and Godes, 2013).  
 Many sources claim that social media tools have a positive impact on employee 
productivity and performance at work (Bennett et al., 2010; Moqbel, 2012; Moqbel, 
Nevo and Kock, 2013; Ali-Hassan, Nevo and Wade, 2015; Ashraf and Javed, 2015; 
Nielsen and Razmerita, 2016; Kishokumar, 2016) while some of them believe that 
positive aspects also include networking, business process acceleration, customer 
relations improvement, cost-effective recruitment of quality employees, improvement 
of morale, motivation and employee satisfaction (Van Zyl, 2009).  
 Therefore, this study aims to offet an advanced understanding of social media 
usage on the workplace and its impact on employees' innovativeness and job 
performance. The literature review was used to determine the theoretical model, that 
is, the proposal was based on the available corpus of knowledge on the topic. 
 The main vontribution of the paper is that we offer the theoretical model that 
explains the role and impact of different types of social media use at the workplace 
on employee's innovative behavior and individual work performance. Based on the 
literature review, a research model and hypotheses were developed. The research 
model predicts that social media will influence innovative work behavior and 
consequently individual work performance. 
 The paper is structured as follows: first, we briefly present the key theoretical 
perspectives on social media use, employee individual performance and employee 
inovative behavior. Second, we combine extant literature to present a set of 
theoretical propositions related to social media use, employee individual job 
performance and employee inovative behavior. Finally, the conclusion, limitations 
and recommendation of our paper are presented. 
 
Literature review 
Social media use 
"Social media" term has different definitions, but in general it is a common name for a 
variety of Internet platforms, tools, and applications aimed at enabling collaboration 
and content creation and dissemination (Ramsaran-Fowdar and Fowdar, 2013). 
According to Blackshaw and Nazzaro (2006) social media “describes a variety of new 
sources of online information that are created, initiated, circulated and used by 
consumers intent on educating each other about products, brands, services, 
personalities, and issues”. Kaplan and Haenlein (2010) define social media as a group 
of Internet-based applications created on the ideological and technological basis of 
















Figure 1  
Social Media Classification 
 
 
Source: Kluemper et al. (2016) 
 
 The most frequently used classification of social media in the literature is the work 
schema by Kaplan and Haenlein (2010) that was expanded by Kluemper, Mitra and 
Wang (2016) by including some of the social media that are relevant to human 
resource management, and we will comply with this customized classification and 
explain the types of social media relevant for this study. Their schema is shown in the 
Figure 1 adopted from Kluemper et al. (2016). 
 Social media is considered a phenomenon that has changed the way the business 
environment works. Companies are now able to access resources that were otherwise 
unavailable and social media tools enabled companies to increase their value, 
strengthen strategic partnerships, and strengthen communication with customers and 
suppliers. In early 2008, the first articles were written about improving business 
processes through the use of social media (Huberman, 2008; Thackeray et al., 2008). 
Huberman (2008) argues that social media plays a key role in generating, 
disseminating and validating ideas. The same is confirmed in the studies carried out 
by Thackeray et al. (2008) and Warr (2008) where they describe the possibility of direct 
customer involvement in a creative process through the creation, organization, and 
sharing of information. 
 
Employee individual performance 
In an unpredictable business environment and intense business competition, 
companies need to reach certain standards by improving their performance. This term 
“performance” refers to an organizational or individual level, whereby human 
resources become a crucial factor in achieving organizational goals and expected 
business results. Good employee performance equates to their ability to contribute 
through their work to specific organizational goals. So, the level of company success 
depends on both human resource management and their performance (Muda, Rafiki 
and Harahap, 2014).  
 Since what determines workplace performance differs from the type of work, a vast 
number of measures have been used to analyse this concept (Tubré, Arthur and 
Bennett, 2014), but as Viswesvaran and Ones (2000) state, work performance is an 
abstract, latent construct that cannot be measured directly, and consists of several 
indicators. Campbell (1990) defines it as a behaviour that is relevant to organisational 
goals. 
 
Employee innovative behaviour 
From the beginning of the industrial revolution, innovation has been a key source of 
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companies in the knowledge-based economy. Today the entire concept of 
innovation in all its forms, processes, products, services and work methods is 
considered more of a product of human mind where the greatest focus is on 
organizational human resources (Kheng, Mahmood and Beris, 2013). West and Farr 
(1989) defined innovative work behaviour as an employee's action directed at the 
generation, application and implementation (within an individual, group or 
organization) of ideas, processes, products or procedures which are new to the 
relevant unit of adoption, designed to significantly benefit the individual, the group, 
organization or broader society. Jain (2010) considers innovation a social process 
since it implies an interaction between those who innovate and those who are 
affected by the innovation, and there is recognition that one’s action will affect others 
and will influence that action; to innovate means “bring in novelties, make changes”.  
 
Research background and hypotheses  
The hypotheses introduced in this section are depicted in the proposed theoretical 
model in Figure 2. Hypotheses are represented by arrows connecting pairs of latent 
variables. 
 Social media use is still considered as a phenomenon that has not been thoroughly 
investigated, especially in terms of business and workplace context. The effect of the 
employee use of social media is being debated by academics and practitioners 
(Boyd and Ellison, 2007; North, 2010). This study attempts to explore and resolve 
mentioned controversy by examining the impact of different types of social media 
use on employees' innovative behaviour, and consequently on individual work 
performance. Based on the literature, a research model and hypotheses were 
developed. 
 
Social media use and innovative behaviour/work performance 
Innovative behaviour is considered as an essential factor in achieving high 
performance (Moqbel, 2012). Employees that have better access to supporting 
resources tend to be more innovative, and their qualities are valuable, rare, and hard 
for competitors to imitate which, in turn, leads to the competitive advantage of the 
firm (Lengnick-Hall, 1992). Social media enables users to interact and successfully 
search, develop and adopt new ideas (Moqbel, 2012), since it changes the way 
people search, learn, read, share and discuss. The creativity model proposes that 
resources of information represent a significant opportunity for an individual to be 
innovative (Amabile, 1988). Also, it is considered that social media can improve 
innovative workplace behaviour by providing crowd-sourcing strategies that include 
customers in a collaborative dialogue (Moqbel, 2012). With this premise that social 
media allows employees and businesses access to resources that would not be 
available under normal circumstances (Jagongo and Kinyua, 2013), the information 
collected in that way may be important in providing insights, thoughts and ideas to 
employees and companies by directing them in a different and innovative way of 
thinking and carrying out activities and duties (Evans, 2010). Aguenza, Al-Kassem and 
Som (2012) conducted research that demonstrated that social media inspire ideas 
and innovative behaviour of employees through collaboration and sharing of 
knowledge. Sharing information may also lead to developing innovative behaviour, 
for example, divergent thinking. When exchanging knowledge with peers, employees 
are exposed to different ideas and ways of thinking (Yuan and Woodman, 2010; Mittal 
and Dhar, 2015). This process of knowledge sharing leads employees towards possible 
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problems. That way, social media creates the foundations for knowledge gaining and 
knowledge sharing that results in producing something new for individuals (Lietsala 
and Sirkkunen, 2008; Baumann and Bonner, 2017). Furthermore, it is through this 
knowledge sharing process that the flow of resources among participants accelerates 
innovative behaviour of the employees (Perry-Smith, 2006; Ancona and Caldwell, 
2008).   
 In sum, these studies show that social media tools empower individuals to 
successfully explore, develop, and adopt new ideas (Azua, 2009), co-create 
knowledge and ultimately can enhance workplace innovative behaviour if used in 
right purposes. This purpose relates to the motives of social media use, which is why 
the results of the use depend on its types – social, cognitive, hedonistic (Ali-Hassan, 
Nevo and Wade, 2015). This leads to the following hypothesis: 
 
H1a: Social type of social media use influences employee innovative behaviour.  
H1b: Cognitive type of social media use influences employee innovative behaviour. 
H1c: Hedonistic type of social media use influences employee innovative behaviour. 
 
 On the other hand, studies exploring the influence of social media on different 
dimensions of employee performance have proven a positive relation between these 
variables. (Bennett et al., 2010; Moqbel, 2012; Moqbel, Nevo and Kock, 2013; Ashraf 
and Javed, 2015; Kishokumar, 2016; Nielsen and Razmerita, 2016; Mohamed et al., 
2017). Further, Ali-Hassan, Nevo and Wade (2015) have proved that the use of social 
media at work improves employee performance through the improvement of their 
social capital. Also, Ashraf and Javed (2015) analysed the influence of social media 
on four dimensions of employee performance: skills, knowledge, productivity and 
motivation, showing a positive correlation. 
 However, this topic often provokes controversial reactions as well. Authors who 
opposed the arguments claim that some of the potential negative effects include 
"productivity decline, data leakage, malware, scams, and so on." (Wilson, 2009). Also, 
some authors refer to the negative impact on work activities due to the loss of time 
using social media (Mastrangelo et al., 2006; Weatherbee, 2010). In connection with 
this topic, authors often discuss where is the line between business networking on social 
media and losing time, which is a very common dilemma in every consideration of 
social capital (Steinfield et al., 2009). This is why the influence of the use of social media 
on individual work performance is still considered as an unclear and confusing topic, 
which results in a need to analyse different types of social media use and their 
impacts. 
 Based on these controversial conclusions in regards to the relationship between the 
social media use and employee performance at the workplace, it is suggested that 
there is a significant relationship between these variables. However, depending on 
the observed aspect of individual performance, as well as the type of social media 
use, the mentioned relationship can be positive or negative. Taking into account the 
three types of social media use, the following hypotheses have been suggested: 
 
H2a: Social type of social media use influences employee work performance. 
H2b: Cognitive type of social media use influences employee work performance. 
H2c: Hedonistic type of social media use influences employee work performance. 
 
Innovative behaviour and individual work performance 
Innovative behaviour of employees is considered as one of the most important 
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been conducted that found a positive relationship between innovation and 
organizational performance (Battor & Battor, 2010; Chaveerug & Ussahawanitchakit, 
2008; Thornhill, 2006; Rosenbusch, Brinckmann & Bausch, 2011). However, as the 
performance of an organization is a collective effort of its individuals, it seems natural 
to argue that innovative behaviour leads to better job performance at the individual 
level as well. Middelkoop (2016) also found that several other authors underline the 
importance of innovative work behaviour of employees in order to improve 
organizational performance (Amabile, 1988; Axtell et al., 2000; Van de Ven, 2008). It is 
also empirically confirmed that social media through the effect on innovative work 
behaviour, influences employee productivity, profitability, and performance (Bennett 
et al., 2010; Nyaribo and Munene, 2013). Moqbel (2012) also claims that innovative 
behavior is an extremely important factor that directly influenced job performance 
and mediated the effect of social networking site use intensity on job performance. In 
line with the discussion, we propose the following hypothesis.  
 That is why, concluding from all the literature, this study suggests that innovative 
work behaviour has a positive effect on individual work performance of employees. 
 H3: Innovative work behaviour has a positive impact on individual work 
performance. 
 
In respect to everything described, we propose the conceptual model as shown in 
the Figure 2. 
 
Figure 2  
Proposed Conceptual Model 
 
 
Source: Authors’ work 
 
Conclusion 
In this paper, we aimed to contribute to the understanding of the impact of today's 
ubiquitous social media technologies on employee innovative work behaviour and 
individual work performance. It is well known that we live in a world of constant 
change in which the expectations, needs, and demands of the market are very high, 
which is why human capital plays a key role in the company's success. That is why it is 
necessary for companies to create an environment that will enhance the 
performance of their employees, but also to understand the challenges and 
opportunities of the changing nature of the today's workforce in the context of the 
development of new technologies. 
 In this study, three different types of social media have been analysed: social, 
cognitive and hedonistic in the context of their influence on individual work 
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behaviour. With the study, we offer a theoretical model that explains the relationship 
between the use of social media, employee innovativeness and employee job 
performance. It provides conceptual definitions of observed constructs, and literature 
overview of current knowledge of the hypothesised relationships. 
 Considering that satisfied, motivated and loyal employees are the main resource 
of the organization and a key success factor, it is important to understand the 
challenges and opportunities of changing the nature of the workforce in the context 
of the development of new technologies. Many managers face the problem of 
employees’ usage of social media in the workplace. In this regard, the basic practical 
implication of this paper is reflected in providing guidance to managers on the 
importance of the role of social media for employees’ job performance. In order to 
provide a better insight, it is necessary to empirically check the proposed theoretical 
model. 
 The main limitation is that only a theoretical model is offered. Recommendation for 
future research is to conduct research to analyse the proposed model and make 
conclusions regarding the proposed model. 
 
References 
1. Aguenza, B., Al-Kassem, A. H., Som, A. M. (2012). "Social media and productivity in the 
workplace: Challenges and constraints", Interdisciplinary Journal of Research in 
Business, Vol. 2, No. 2, pp. 22-26. 
2. Ali-Hassan, H., Nevo, D., Wade, M. (2015), "Linking dimensions of social media use to job 
performance: The role of social capital", Journal of Strategic Information Systems, Vol. 
24, No. 2, pp. 65-89.  
3. Amabile, T. M. (1988), "A model of creativity and innovation in organizations", Research 
in Organizational Behavior, Vol. 10, No. 1, pp. 123-167. 
4. Ancona, D. G., Caldwell, D. F. (2008), "Demography and Design: Predictors of New 
Product Team Performance“, Organization Science, Vol. 3, No. 3, pp. 321-341. 
5. Aral, S., Dellarocas, C., Godes, D. (2013), "Introduction to the Special Issue —Social 
Media and Business Transformation: A Framework for Research", Information Systems 
Research, Vol. 24, No. 1, pp. 3-13.  
6. Ashraf, N., Javed, T. (2015), "Impact of Social Networking on Employee Performance“, 
Business Management and Strategy, Vol. 5, No. 2, pp. 139-150. 
7. Axtell, C. M., Holman, D. J., Unsworth, K. L., Wall, T. D., Waterson, P. E., Harrington, E. 
(2000), “Shopfloor innovation: Facilitating the suggestion and implementation of ideas”, 
Journal of occupational and organizational psychology, Vol. 73, No. 3, pp. 265-285.  
8. Azua, M. (2009), The social factor: Innovate, ignite, and win through mass collaboration 
and social networking, Pearson Education. 
9. Battor, M., Battor, M. (2010), “The impact of customer relationship management 
capability on innovation and performance advantages: testing a mediated 
model”, Journal of marketing management, Vol. 26, No. 9-10, pp. 842-857. 
10. Baumann, M. R., Bonner, B. L. (2017), "An Expectancy Theory Approach to Group 
Coordination: Expertise, Task Features, and Member Behavior“, Journal of Behavioral 
Decision Making, Vol. 30, No. 2, pp. 407-419. 
11. Bennett, J., Owers, M., Pitt, M., Tucker, M. (2010), "Workplace impact of social 
networking", Property Management, Vol. 28, No. 3, pp. 138-148. 
12. Berman, E. M., Bowman, J. S., West, J. P., Wart, M. R. V. (2010), Motivation: Possible, 
probable or impossible, Human resource management in public service: Paradoxes, 
processes and problems, SAGE Publications, Inc., California. 
13. Blackshaw, P., Nazzaro, M. (2006), "Consumer-Generated Media (CGM) 101: World-
ofmouth in the age of the Web-fortified consumer“, White paper, Nielsen BuzzMetrics. 
14. Boyd, D. M., Ellison, N. B. (2007), "Social network sites: Definition, history, and scholarship“, 
Journal of Computer-Mediated Communication, Vol. 13, No. 1, pp. 210-230. 






ENTRENOVA 12-14, September 2019 
 
Rovinj, Croatia 
capability, and organizational performance in Thai audit firms: Moderating effects of 
organization climate and uncertainty environment”, Review of Business Research, Vol. 
8, No. 2, pp. 92-102. 
16. Cheema, A., Papatla, P. (2010), "Relative importance of online versus offline information 
for Internet purchases: Product category and Internet experience effects“, Journal of 
Business Research, Vol. 63, No. 9–10, pp. 979-985.  
17. Collins, L., Fineman, D., Tsuchida, A. (2017), People analytics: Recalculating the route, 
2017 Deloitte Global Human Capital Trends. 
18. Evans, D. (2010), Social media marketing: the next generation of business engagement, 
John Wiley & Sons. 
19. Huberman, B. A. (2008), “Crowdsourcing and attention“, Computer, Vol. 41, No. 11, pp. 
103-105. 
20. Jagongo, A.,Kinyua, C. (2013), “The Social Media and Entrepreneurship Growth (A New 
Business Communication Paradigm among SMEs in Nairobi)“, International Journal of 
Humanities and Social Science, Vol. 3, No. 10, pp. 213–227.  
21. Jain, R. (2010), ”Innovation in organizations: A comprehensive conceptual framework 
for future research“, South Asian Journal of Management, Vol. 17, No. 2, pp. 81-111. 
22. Campbell, J. P. (1990), ”Modeling the performance prediction problem in industrial and 
organizational psychology“, in Dunnette M. D., Hough L. M. (Eds.), Handbook of 
Industrial and Organizational Psychology, Consulting Psychologists Press, Palo Alto, CA, 
pp. 687-732. 
23. Kaplan, A. M., Haenlein, M. (2010), “Users of the world, unite! The challenges and 
opportunities of Social Media“, Business Horizons, Vol. 53, No. 1, pp. 59-68.  
24. Kheng, Y. K., Mahmood, R., Beris, S. J. H. (2013), “A Conceptual Review of Innovative 
Work Behavior in Knowledge Intensive Business Services among Knowledge Workers in 
Malaysia“, International Journal of Business, Humanities and Technology, Vol. 3, No. 2, 
pp. 91-99. 
25. Kishokumar, R. (2016), “Influence of Social Networking in the Work place on Individual 
Job Performance: Special reference to the Financial Sector in Batticaloa District“, 
International Journal of Engineering Research and General Science, Vol. 4, No. 6, pp. 
306-323. 
26. Kluemper, D. H., Mitra, A., Wang, S. (2016), “Social media use in HRM“, Research in 
Personnel and Human Resources Management, Vol. 34, pp. 153-207. 
27. Lengnick-Hall, C. A. (1992), “Innovation and competitive advantage: What we know 
and what we need to learn“, Journal of management, Vol. 18, No. 2, pp. 399-429. 
28. Lietsala, K., Sirkkunen, E. (2008), Social Media: Introduction to the tools and processes 
of participatory economy, Tampere University Press. 
29. Mastrangelo, P. M., Everton, W., Jolton, J. A. (2006), “Personal use of work computers: 
Distraction versus destruction”, CyberPsychology & Behavior, Vol. 9, No. 6, pp. 730-741. 
30. Middelkoop, C. C. (2016), “How does innovative work behavior of employees affect 
their individual job performance?”, Master's thesis, University of Twente. 
31. Mittal, S., Dhar, R. L. (2015), “Transformational leadership and employee creativity: 
Mediating role of creative self-efficacy and moderating role of knowledge sharing“, 
Management Decision, Vol. 53, No. 5, pp. 894-910.  
32. Mohamed, S., Sidek, S., Izharrudin, Z., Kudus, N., Hassan, A. (2017), “Social media impact 
on employee productivity at the workplace: A review”, Asian Journal of Information 
Technology, Vol. 16, No. 1, pp. 32-37.  
33. Moqbel, M. (2012), ”The Effect of the Use of Social Networking Sites in the Workplace 
on Job Performance“, Doctoral Dissertation, Texas A&M International University. 
34. Moqbel, M., Nevo, S., Kock, N. (2013), “Organizational members’ use of social 
networking sites and job performance: An exploratory study“, Information Technology 
& People, Vol. 26, No. 3, pp. 240-264.  
35. Muda, I., Rafiki, A., Harahap, M. R. (2014), “Factors Influencing Employees’ 
Performance : A Study on the Islamic Banks in Indonesia“, International Journal of 
Business and Social Science, Vol. 5, No. 2, pp. 73-81. 






ENTRENOVA 12-14, September 2019 
 
Rovinj, Croatia 
constructs, and conceptual frameworks“, International Journal of Information 
Management. Elsevier Ltd, 35(1), pp. 33–44. doi: 10.1016/j.ijinfomgt.2014.09.004. 
37. Nielsen, P. and Razmerita, L. (2016) „Motivation and Knowledge Sharing through Social 
Media within Danish Organizations To cite this version : HAL Id : hal-01381188 Motivation 
and Knowledge Sharing through Social Media within Danish Organizations“, IFIP 
Advances in Information and Communication Technology, (AICT-429), pp. 197–213. 
38. North, M. A. (2010) „An evaluation of employees“ attitudes toward social networking in 
the workplace“, Issues in Information Systems, XI(1), pp. 192–197. 
39. Nyaribo, Y. M., Munene, A. G. (2013), “Effect of Social Media Pertication in the 
Workplace on Employee Productivity“, International Journal of Advances in 
Management and Economics, Vol. 2, No. 2, pp. 141-150. 
40. Palacios Marqués, D., José Garrigós Simón, F. (2006), “The effect of knowledge 
management practices on firm performance“, Journal of Knowledge Management, 
Vol. 10, No. 3, pp. 143-156.  
41. Perry-Smith, J. E. (2006), “Social yet creative: The role of social relationships in facilitating 
individual creativity“, Academy of Management Journal, Vol. 49, No. 1, pp. 85-101. 
42. Ramsaran-Fowdar, R. R., Fowdar, S. (2013), “The Implications of Facebook Marketing for 
Organizations“, Contemporary Management Research, Vol. 9, No. 1, pp. 73–84. 
43. Rosenbusch, N., Brinckmann, J., Bausch, A. (2011), “Is innovation always beneficial? A 
meta-analysis of the relationship between innovation and performance in 
SMEs”, Journal of business Venturing, Vol. 26, No. 4, pp. 441-457. 
44. Sigala, M., Chalkiti, K. (2015), “Knowledge management, social media and employee 
creativity“, International Journal of Hospitality Management, Vol. 45, pp. 44–58. 
45. Steinfield, C., DiMicco, J. M., Ellison, N. B., Lampe, C. (2009), ”Bowling Online : Social 
Networking and Social Capital within the Organization“, in the Proceedings of the 
fourthe international conference on Communities and technologies, University Park, 
PA, USA, ACM, pp. 245–254. 
46. Thackeray, R., Neiger, B. L., Hanson, C. L., McKenzie, J. F. (2008), “Enhancing 
promotional strategies within social marketing programs: use of Web 2.0 social media”, 
Health promotion practice, Vol. 9, No. 4, pp. 338-343.  
47. Thornhill, S. (2006), “Knowledge, innovation and firm performance in high-and low-
technology regimes”, Journal of business venturing, Vol. 21, No. 5, pp. 687-703. 
48. Tubré, T., Arthur, W. J., Bennett, W. J. (2014), “General Models of Job Performance: 
Theory and Practice“, in Bennett, W., Lance, C. E., Woehr, D. J. (Eds.), Performance 
Measurement Current Perspectives and Future Challenges, Psychology Press, pp. 193-
222. 
49. Van de Ven, A. H. (2008), “Central Problems in the Management of Innovation“, 
Management Science, Vol. 32, No. 5, pp. 590-607.  
50. Van Zyl, A. S. (2009), “The impact of Social Networking 2.0 on organisations“, Electronic 
Library, Vol. 27, No. 6, pp. 906-918. 
51. Viswesvaran, C., Ones, D. S. (2000), “Perspectives on Models of Job Performance”, 
International Journal of Selection and Assessment, Vol. 8, No. 4, pp. 216-226.  
52. Warr, W. A. (2008), “Social software: Fun and games, or business tools?“, Journal of 
Information Science, Vol. 34, No. 4, pp. 591-604. 
53. Weatherbee, T. G. (2010), “Human Resource Management Review Counterproductive 
use of technology at work : Information & communications technologies and 
cyberdeviancy“, Human Resource Management Review, Vol. 20, No. 1, pp. 35-44. 
54. West, M. A., Farr, J. L. (1989), “Innovation at work: Psychological perspectives”, Social 
behaviour, Vol. 4, No. 1, pp. 15-30. 
55. Wilson, J. (2009), “Social networking: the business case“, Engineering & Technology, Vol. 
4, No. 10, pp. 54-57.  
56. Yuan, F., Woodman, R. W. (2010), “Innovative behavior in the workplace: The role of 
performance and image outcome expectations“, Academy ofManagement Journal, 







ENTRENOVA 12-14, September 2019 
 
Rovinj, Croatia 
About the authors 
 
Elma Delalić works as a Business Analyst for the Adriatic region at the company 
Deloitte. She graduated at the School of Economics and Business Sarajevo, where she 
got her M.A. with the topic "Social media use as a determinant of Human Resource 
Management process and employee work performance". Her research interests are 
innovation, technology, learning, and HRM. She participated in the projects of 
international exchange at the Faculty of Engineering in Porto (Portugal) and Faculty 
of Social Sciences in Jaen (Spain). The author can be contacted at 
elma.delalic5@gmail.com. 
 
Lejla Turulja is an Assistant Professor at the Department of Management and 
Information Technology of School of Economics and Business Sarajevo, University of 
Sarajevo. She is USA State Department Professional Fellow for 2017 (visited Nortwestern 
University during May 2017). Her main research interests are information technology 
management, technology transfer, innovation, knowledge management, innovation 
management, HR and KM information systems, and e-business. She was actively 
engaged in number of scientific projects. Lejla Turulja published several scientific 
papers in recognized journals and participated in many scientific international 
conferences. Also, she is a reviewer for several international peer-review journals. The 
author can be contacted at lejla.turulja@efsa.unsa.ba. 
 
Nijaz Bajgorić is a Professor of Business Computing and Information Technology 
Management at the School of Economics and Business, University of Sarajevo, B&H. 
He has published papers in Intl. Journal of Business Continuity and Risk Management, 
Intl. Journal of Enterprise Information Systems, Kybernetes, Information Management 
and Computer Security, Information Systems Management, Industrial Management 
and Data Systems, Intl. Journal of Production Research, European Journal of 
Operational Research, Intl. Journal of Agile Management Systems, Journal of 
Concurrent Engineering. He published several books: „Continuous Computing 
Technologies for Enhancing Business Continuity”, “Always-On Enterprise Information 
Systems for Business Continuance: Technologies for Reliable and Scalable 
Operations”, and “Always-On Enterprise Information Systems for Modern 
Organizations” and authored/co-authored chapters in the edited books published by 
Wiley, Elsevier, Kluwer, Taylor&Francis, IGI-Global, IOS Press, CRC Press, and Auerbach. 
The author can be contacted at nijaz.bajgoric@efsa.unsa.ba. 
